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The following highlights key findings from a literature review that examined available 
information on U.S. Hispanics (Appendix I contains a list of sources used.) The purpose 
of this review was to summarize previously gained knowledge concerning this population 
to help identify areas for future research. 

HIGHLIGHTS 


THE HISPANIC SMOKER 


To gain a perspecuve on the Hispanic smoker it is important to be familiar with smoker 
trends and brand performance among this audience. The following highlights findings in 
these areas and provides us with a foundation from which to proceed. 

Performance 


Results from the Study of Hispanic Smokers, conducted in October 1993, are consistent 
with results from past Hispanic Tracking studies. The following reflects findings from the 
current study and also incorporates results from the Hispanic Tracking Study for areas not 
addressed in the current study. 

• Marlboro is the leading brand among Hispanics and various subgroups, including, 

men and women 

18-24 year olds and 35+year olds 

• Marlboro has the largest share among Hispanics from all countries of origin except 
Puerto Rico, among whom Newport is the leading brand. 

(*fe ‘ 

• Marlboro's share among Hispanics is higher than share among Whites. 

h. 

• The Discount category shows growth among this segment but share remains below levels 
achieved among Total Population. 

Smoker Trends 


• Hispanic Marlboro smokers prefer king size, full flavor or lights and box packings. 

* Hispanics have lower smoking incidence and lower consumption rates than Whites. 

Hispanic smokers contribute 2-4% of Industry volume 

U.S HISPANICS: DEMOGRAPHICS & PSYCHOGRAPHICS 

The U.S. Hispanic population is a diverse segment that varies from Total population 
among key demographics and psychographics. It is important to identify these differences 
and understand the impact they have on purchase behavior. The following highlights 
important findings among both these dimensions and provides insights into U.S; 
Hispanics. 
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Source: https://www.industrydocuments.ucsf.edu/docs/nqwh0005 


2041755118 






Hispanic Review 
December 20, 1993 
Page 2 


Demographics 

• The U. S. Hispanic population represents a large and growing segment of the U.S. 
population. From 1980 to 1991, this population showed the largest increase in the U.S. 
Growth is primarily driven by immigration but also reflects a higher birthrate versus Total 
population. 

Hispanics account for 9.9% of the total U.S. population and 6.5% of total 
households. 

» U.S. Hispanics are geographically concentrated, with over 3/4 of this population residing 
in five states (California, Texas, New York, Florida and Illinois). 

• Key demographics among which the Hispanic population varies from the Total U. S. 
Population are as follows: 

- Younger 

- Larger Household sizes 

- More Blue Collar 

- Lower Income 

- Less Educated 

• U.S. Hispanics vary in their degree of assimilation, with close to half of the adult 
population remaining unassimilated. 

• The U. S. Hispanic population includes people from several countries (Mexico, 
Central/South America, Puerto Rico, Cuba, Dominican Republic). Differences among 
U.S. Hispanics can be traced to country of origin and exist in the following areas: 

demographics 

- geographic concentrations within the U. S. 

- degrees of assimilation 

• Generalizations about U.S. Hispanics are often based on individuals hailing from 
Mexico because this population accounts for the largest percentage of U. S. Hispanics. 
This is not an accurate way of understanding all U.S. Hispanics, however, since total 
population comes from several countries. 

Psychographics 

• Hispanics vary from Total population by placing greater emphasis on the following: 

Groups 

Family 

Material Security 
Social Respectability 

• Hispanic consumers hold the following beliefs. 

More is better 

Benefits delivered from brand selection is all that category offers 

- Products have multiple end uses 
Emphasis placed on appearance and propriety 

Problems are not problems - tolerance for deviation from norm 

- Prefer dealing with "now" rather than future 
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Source: https://www.industrydocuments.ucsf.edu/docs/nqwh0005 
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Previous Research 

• The Marlboro Lights research among Hispanic smokers showed the following: 

The image of the Lights smokers is the opposite of the image for Red smokers 
- Packing and advertising creative can not conflict (i.e. do not have a Red pack on 
"Aspen Reflections). 

Copylines should be simple, avoid the word "tar" and communicate t he health benefig 
] "less nicotine" more clearly C n 


IMPLICATIONS 


Marlboro's performance among Hispanic smokers indicates that marketing efforts have 
been successful in appealing to this audience. Currently, we need to monitor Marlboro and 
competitive performance to ensure that we maintain our position among this segment 

NEXT STEPS 

During 1994 we will conduct another tracking study to monitor performance and address 
competitive performance, including the Discount category, among Hispanics. 
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APPENDIX I 


Date 

B 1 

Sample / Methodotogy 

Information 

Notes 

Oct 1993 

Study of Hispanic Smokers 

1,066 Telephone Interviews 
Among Hispanics 18+ years 

Oids in 5 markets 

Demographics, smoker trends 
and brand performance 


Early 

1992 

"Demystifying the U.S. Hispanic 
Market", presentation prepared 
by LBCo 

Sources include: PM Hispanic 
Tracking, Census, Yankelovich 
Hispanic Monitor, Strategy 
Research Corp., and other 
secondary sources 

General overview of Hispanic 
market, including demographics, 
psychographics, assimilation 
profiles 

ii 

1990, 

1991 

Hispanic Tracking Study 

1,800 nationally representative 
Hispanic smoker interviews; 
English and Spanish 
interviewers 

Extensive category information 

Discontinued after 1991 fielding 

Ongoing 

Roper Report 

Nationally representative, RDD 
and Door-to-Door; English 
speaking interviewers 

Incidence, regular brand, 
consumption trends 

Represents predominantly 
English-speaking Hispanics; 
possibly excluding up to 50% 
less assimilated Hispanics 

Ongoing 

Continuous Tracking 

Nationally representative RDD; 
English speaking interviewers 

Extensive category information 

Represents predominantly 
English-speaking Hispanics; 
possibly excluding up to 50% 
less assimilated Hispanics 

10/90 

Marlboro Lights Qualitative 

60 one-on-ones among 18-35 
year old Hispanic smokers, m/f, 
Reds/Lights, in Miami, LA, and 
NYC 

Brand imagery and creative 
evaluations 
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